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Executive Summary
Nonprofit organizations play an important role in today’s society. These organizations
provide support to many in need and fill voids left by the governmental services. For nonprofit
organizations to work efficiently and effectively, these organizations need to be able to attract
and retain volunteers and donors from all walks of life. A young generation, called the
Millennials, is one group that can provide the needed support for these organizations. This
group includes people born after 1980, with many of them currently in college. This upcoming
generation will be great long term support for the nonprofit sector and it is important to engage
them early and with the right tools. The literature on the Millennials and their volunteering and
donation attitudes is extensive, but many argue that further research is necessary.
For this reason, the purpose of this research is to aid nonprofit organizations to better
understand their volunteers and donors, especially a new, upcoming generation of donors, the
Millennials generation. The research is focused on the characteristics, attitudes, and values of
the Millennials. Furthermore, the current cross sectional study provides information on
communication, volunteering and financial contribution preferences of the Millennials. The
research project takes place at Kennesaw State University, a local, large higher education
institution, during the Spring semester of 2011. In total, 234 current students participated in the
study, by filling out a survey questionnaire. The results of the study indicate that Millennials
are engaged with nonprofit organizations. This young generation finds volunteering and
donating to nonprofit organizations very important. Furthermore, the research findings indicate
that nonprofit organizations should engage the Millennials on multiple levels of communication
and involvement.
i

Volunteerism and Charitable Giving among the Millennial Generation:
How to Attract and Retain Millennials
Table of Contents
Executive Summary....................................................................................................................... i
Acknowledgements ..................................................................................................................... iii
Introduction .................................................................................................................................. 1
Literature Review ......................................................................................................................... 3
Characteristics of the Millennials............................................................................................. 3
Communication and relationship building: Engaging the Millennials..................................... 5
Financial contributions and volunteerism ................................................................................ 7
Methodology............................................................................................................................... 12
Findings ...................................................................................................................................... 15
Recommendations ...................................................................................................................... 22
Conclusions ................................................................................................................................ 25
References .................................................................................................................................. 26
Appendices ................................................................................................................................. 30
Appendix A ............................................................................................................................ 30
Appendix B............................................................................................................................. 33
Appendix C............................................................................................................................. 34

ii

Acknowledgements
I would like to convey my heartfelt gratitude to my graduate advisor, Dr. Andrew I. E.
Ewoh, for his continuing support and guidance throughout this tasking process. Dr. Ewoh’s
attention to details and feedback helped me to become a better writer, and researcher, which
will benefit me in my career. Thank you Dr. Ewoh.
I would also like to thank my family for their unremitting support and especially my
fiancé, Dave Mayer, for his understanding and patience, while I was working on this
challenging task. I could have not done this without him.

iii

Volunteerism and Charitable Giving among the Millennial Generation:
How to Attract and Retain Millennials
Introduction
The nonprofit sector is an important part of today’s society and it has played a
significant role for a long time. Historically, the United States’ reliance on voluntary
associations can be traced back to more than 200 years. These voluntary associations and the
tradition of solving problems with the reliance of volunteers can be traced back to the early
years of the country and it has been used for various purposes (Smith, Bucklin and Associates
2000, ix). The nonprofit sector has gone through rapid changes and growth especially since the
1980s. This is due to the precedence set by the increased government-provided funding for
social programs in the 1960s and 1970s. However, in the early 1980s, federal cutbacks left a
void in many social service areas, which in return was filled by nonprofit organizations. By
1996 more than 1,500,000 nonprofit organizations were registered by the Internal Revenue
Service (Smith, Bucklin and Associates 2000, ix). The increase in the number of organizations
and economic factors made this field competitive, where organizations compete for resources
in both founding and human capital. In addition, the new information age has enabled even
small nonprofits to enter the market, thereby creating more participation and competition. To
overcome these challenges, nonprofit organizations needs to provide effective leadership and
governance to make sure that the organization’s mission is fulfilled. Furthermore, leaders of
nonprofit organizations must embrace new management practices that enable the organization’s
long turn sustainability and success (Smith, Bucklin and Associates 2000, ix).
Nonprofit organizations in today’s harsh economic climate need to be efficient and
effective in delivering the services and gaining much needed human capital and financial
support. The demand for services by nonprofit organizations usually increases during difficult
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economic times, such as the recession of 2008. A study on philanthropy and the economy in
2008, done by the Community Counseling Service (CCS), states that in 2008 expectations and
confidence amongst professional fundraisers regarding the giving climate and giving future has
declined to it lowest level in a decade (Community Counseling Service 2009, 1). In the other
hand, funding by the government, corporations and individuals decreases when a country faces
economic downturn. The Community Counseling Service attributes the decline of corporate
giving to the fact that most corporate foundations are funded from annual profits, which are
affected by economic downturns (Community Counseling Service 2009). However the
Community Counseling Service (2009) also points out that individual giving is more resilient
and individual donors increase their support in difficult times, such as natural disasters and
economic crisis. This situation makes it more important for the nonprofit organizations to
understand the people they solicit for help. For the delivery of services, nonprofit organizations
need to be able to attract and retain volunteers. Furthermore, nonprofit organizations need to
motivate these volunteers to gain their continuing support. Nonprofit organizations rely on
funding from different resources, with one being individuals, it is very important that they also
understand how to attract their potential individual donors.
The purpose of this research is to aid nonprofit organizations to better understand their
volunteers and donors, especially a new, upcoming generation of donors, the Millennial
generation. The research is focused on the characteristics, attitudes, and values of the
Millennials. Furthermore, the current cross sectional study provides information on
communication, volunteering and financial contribution preferences of the Millennials. By
definition, the Millennials generation includes persons born around and after 1980. For this
reason the study focuses on people born around and after 1980. Since this generation is very
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different from previous ones in their attitudes and behavior, the major research question here is:
how can nonprofit attract and retain these potential volunteers and donors?

Literature Review
Characteristics of the Millennials
Every generation has different attitudes and behaviors. These behaviors and attitudes
are shaped by the era they grew up and significant events, such as wars or crises. Millennials
are no different. This young generation has been influenced by the information age, by the 9/11
tragedy, the Iraq war, historical elections, and many other significant occurrences. The Pew
Research Center’s publication: “Millennials: Confident. Connected. Open to change” states that
this generation is liberal, confident, self expressive, and open to change. Demographically this
generation is more ethnically and racially diverse than older generations. Compared to adult 30
and older, the percentage of African Americans and Hispanics in the population has increased
(see Figure 1).
Figure 1: Ethnic Diversity in the United States of America

Source: Pew Research Center. 2010. Millennials confident. Connected. Open to change.
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This generation is technically savvy; using computers, mobile phones and other
technical devices are a second nature to them. They are more likely to use social networks, post
videos online, and use the Internet to express their opinion (Pew Research Center, 2010). The
Millennials are more likely to embrace different modes of self expression. For example, fourin-ten has tattoos, and nearly one-in-four has piercing in areas other than the ears. This
generation is open mined and socially conscious, but not overly religious. The Pew Research
Center’s report estimates that one-in-four is not affiliated with any religion. Family values and
parenthood are important to the Millennials, but they do not rush into marriage. The data show
that only 21 percent of the Millennials are married at the moment, compared to double the
percentage of their parents’ generation at the same stage of life (Pew Research Center 2010,
11). Lastly, Millennials are the most educated generation so far. According to the 2008 census
data, 3.6 percent of the 18 to 24 years old were enrolled in college. This record share can be
contributed to the demand of knowledge based economy and also due to the lack of jobs in the
economy (Pew Research Center 2010, 11).
Elizabeth Greene, in her article “Connecting with Generation Y,” presents some
additional important information regarding the Millennials. Greene (2003) agrees with the Pew
Research Center on the Internet’s importance in the life of this generation but she also points to
other relative attitudes that are useful to nonprofit organizations. For example, compared to
other generations, Millennials like to do things with their parents and in some cases parents
actually defer to their children on civic matters. Millennials are also competitive and brand
loyal. This generation’s competitiveness comes from the fact that they believe in achievement
and this creates a pressure to keep up with their peers. Millennials also identify with brands and
product. This is especially true if the product is marketed as a symbolic way of life (Greene
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2003) Allison Fine adds to these characteristics by pointing out that Millennials work
collaboratively, believe that they can make a difference in the world and that they are immersed
in the causes they believe in (Fine 2008). Additionally, this young generation often complains
that they are not listened to or not taken seriously. The Millennials were raised in household
where their parents wanted to know their opinion. Also they have plenty of outlets through the
Internet to raise their opinion. Caroline Preston points out that many Millennials feel that due to
their age they are not taken seriously in an organizational setting or as contributors. In her
article, “Charities seek Connections to Generation Y,” Preston (2010a) states that Millennials
do want to be involved in causes they believe in. Furthermore, Fine (2008) warns organizations
that if Millennials are not happy with the way nonprofits treat them, they will move on and
create their own organizations.

Communication and relationship building: Engaging the Millennials
Nonprofit organizations must find productive ways to communicate and engage their
potential donors and volunteers. In today’s rapidly changing, technologically driven age,
communication by nonprofits needs to adjust to the preference of the new and different
generation. This is important as the survivor of nonprofit depends on donors and volunteers.
The current way nonprofits engage their donors and volunteers are mostly optimized for mature
donors, those born before 1945 (Bhagat, Loeb and Rovner 2010). Most nonprofit organizations
are still mainly using direct mailing as a tool for communicating their need to their potential
contributors. Bhagat, Loeb and Rovner point out that direct mailing is still relevant, but new
different tools are necessary to attract new generation of supporters. It is a fact that direct
mailing success rates have been declining by 20 percent in the last five years (Bhagat, Loeb and
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Rovner 2010, 2). In their research for Convio Company, Bhagat and his colleagues looked into
the preferences of different generations, when it comes to method of communication and
engagement with nonprofit organizations. They offer insights as to how the new generation, the
Millennials, compared to others engage with nonprofit organizations and what are the best
methods of communications.
The preferred channel of communication and getting information about top charities is
overwhelmingly through websites, with e-mails and e-newsletters at the second place.
Furthermore, 27 percent of Generation Y learned about their top charity through mainstream
media. The first engagement by this young generation was through direct donations, but they
also visited websites, attended events and volunteered in higher percentage than other
generations (Bhagat, Loeb and Rovner 2010, 6). Additionally, a form of engagement unique to
Millennials is promotion of charities to others. Preston (2010b) points out that this type of
grassroots activism is somewhat unique to this generation. Members of this generation are more
likely to forward e-mails from charities to their friends, share articles and photographs on their
social networking webpage.
A new way of communicating with this generation is text messaging (Preston 2010b).
Although text messaging has not gained mainstream popularity yet, the acceptance is growing.
For example, 77 percent of people knew about the possibility of making donation to the Haiti
relief by text message and 36 percent would give via text message in case of emergency
(Preston 2010b, 6). Furthermore, 31 percent would help a friend’s fundraising efforts by text
message and 28 percent would be willing to use this as a tool for fundraising (Preston 2010b,
6). The literature regarding communication and engagement of Millennials does not offer one
“best way” to communicate and engage this new generation. Rather, the research points toward
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a multilevel approach. This multilevel approach can and should include direct mailing,
websites, social networking site, mainstream media, and even text messaging. This multilevel
approach can and will lead to long term benefit to the nonprofit organizations and enable them
to gain possible lifetime supporters from the Millennials.

Financial contributions and volunteerism
Financial contributions and volunteers are the life line of many charities. Without
donations from individuals and volunteer work, small and midsize nonprofits would not be able
to function completely. The economy has major influences, especially on fundraising effort of
the nonprofit organizations. A November 2010 study by the Nonprofit Research Collaborative
(NRC) examines the current status of the fundraising effort of the nonprofit sector. The study
describes giving trend based on the mission and types of organizations, and examines the
giving tendency by individuals, corporations and foundations. The study compares the data
between 2009 and 2010. The NRC findings regarding individual giving shows a decline in
2010. The research has shown that fewer gifts and smaller amounts were received by the
nonprofits (Nonprofit Research Collaborative 2010). This decline is understandable as the
United States of America’s economy has been in crisis mode for the last couple of years. On
the other hand, research has shown that demand for services has increased and did so in all
subsectors. The current economic status makes it even more important for nonprofits to engage
all possible donors.
Research has been done about how different generations give and their motivation for
giving. In general, the findings show that the younger generation, the Millennials, do not give
as much and as often. The Generation Y donors give an estimated $341 per year to an average
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of 3.6 number of charities (Bhagat, Loeb and Rovner 2010, 4). This is less in both dollar
amount and the number of charities supported, but Bhagat and others found that Millennials are
planning to increase their support in the future (see Figure 2).
Figure 2: Average contribution by Generational Groups per year

Source: Bhagat, Vinay, Pam Loeb, and Mark Rovner. 2010. The next generation of American
giving: A study on the contrasting charitable habits of Generation Y, Generation X, Baby
Boomers and Matures.

A report presented by the Center for Philanthropy at Indiana University looks at the
motivations and differences. The study’s main finding regarding the Millennials is that this
generation is less likely to give due to income differences. Millennials are most likely to give to
secular organizations rather than to religious organizations. This is understandable due to the
generally lack of affiliation with religious organization by this generation. The study also
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looked into motivations for giving. When generations were compared on their bases of
motivations, the data show that the main motivation for Millennials is to make the world a
better place (Center for Philanthropy at Indiana University 2008).
As mentioned before, research has shown that the best practice for communicating with
the Millennials involves a multilevel approach. This is definitely true for fundraising. Although
this generation gives less, the potential for long term giving is there. By reaching out to
Millennials on different channels, the charities are able to gain more support. The 2010 study
by Bhagat and his colleagues for Convio shows the preference of giving by the generations and
overall. The data show that only 26 percent use check by mail compared to 77 percent of
matures. Text message donation, however, is much more popular by the younger generations,
14 percent of Generation Y use this channel compared to 2 percent of matures (Bhagat, Loeb
and Rovner 2010, 6).
Volunteering as defined by Burns and others “is a specific form of helping behavior,
involving a long-term commitment” (Burns et al 2008, 101). More specifically “volunteering
calls for considerably more planning, sorting out priorities, and matching of personal
capabilities and interests with type of interventions” (Burns et al 2008, 101). The 2010 issue
brief by the Corporation for National and Community Service (CNCS) and National
Conference on Citizenship (NCoC) points out that civic activity, such as volunteering make the
American democracy work. The statement: “The health of our republic relies on the
opportunities made available for each citizen to contribute to building and maintaining the
strength of their communities” enables us to understand the importance of community service
in the United States of America (Corporation for National and Community Service and
National Conference on Citizenship 2010, 1). The information described in this issue brief is
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based on extensive research and cooperation between many organizations. Regarding service,
the data presented show a positive outlook for 2010. The authors state that “the nation’s
volunteer rate in 2009 rose to its highest level since 2005; a total of 63.4 million adults [of] age
16 and older volunteered with one or more organizations” (Corporation for National and
Community Service and National Conference on Citizenship 2010, 4). The high rate of
volunteering indicates that even in tough economic times, Americans will try to solve issues in
their communities and not turn away from them. However, with the launch of new programs
and expansion of existing ones, many nonprofit organizations face increasing need for more
volunteers and in some cases, these organizations face difficulties in recruiting new volunteers,
which can hamper their ability to fulfill their mission (Burns et al 2008). Fortunately,
volunteering is viewed as particularly important by the Millennials, and they contribute their
efforts in large numbers.
The Pew Charitable Trust in Philadelphia found that as of 2002, 44 percent of 21 to 22
years olds had participated in community service projects (Greene 2003, 33). A survey
conducted by the Volunteering in America provides data as of 2009. These data demonstrate
that in 2009, 10.8 million Millennials dedicated 1.1 billion hours of service to their community,
which represents 21.6 percent of the Generation Y population (Volunteering in America 2009,
1). The top four activities by the Millennials included: fundraising (23.6 percent), general labor
(23.1 percent), mentor youth (21.8 percent), and tutor/teach (20.5 percent) (Volunteering in
America 2009, 1).
A 2006 report by Dote and her colleagues provides more information about the
tendency of college students and volunteering. The report shows an increase in volunteerism by
college students from 2.7 million in 2002 to 3.3 million in 2005 (see Figure 3).
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Figure 3: College students and volunteerism

Source: Dote, Lillian, Kevin Cramer, Nathan Dietz, and Robert Grimm. 2006. College students
helping America.

Among college students, mentoring and tutoring were the most popular service activities.
Along with these data, it is not surprising that more than one quarter, 36 percent of college
students served at educational or youth service organization (Dote et al 2006). Volunteering is
important to the younger generation, and the Millennials possess a particular positive
relationship toward volunteering (Burns et al 2008). Burns and others agree with the previous
authors that Generation Y has been volunteering more than any other generation in the
American history. From this generation, 95 percent indicated that for them volunteering and
helping others is very or somewhat important. Furthermore, this generation has a strong sense
of community and feeling of connectedness to society and the world (Burns et al 2008, 103).
11

The authors also point out that this generation is more positive, have an upbeat, “can do”
attitude, and accustomed to work in groups which certainly help their engagement in
volunteering and serving others.

Methodology
The changing environment and competition for resources have made it necessary for
nonprofit organizations to become more efficient and effective in recruiting and retaining
volunteers and donor s to their organizations. The challenges faced by the organizations calls
for new practices that would ensure the long-term success of the organization. For this reason,
nonprofit organizations must be able to attract and retain the Millennials. Given the importance
of Millennials for the continuous survival of the nonprofit sector, the current research provides
useful information for future use by these organizations. The major research question examined
is: How can nonprofit organizations attract and retain Millennials donors and volunteers? The
research further focuses the study on other five sub-questions:
1. How important is volunteering/donating for Millennials?
2. Why do they volunteer/donate?
3. How do Millennials connect with nonprofit organizations?
4. What percentage volunteers in their community and how often do they volunteer?
5. What percentage donate and by what channel?
These questions should be able to answer the major research question and provide useful
insight to nonprofits. For example, through understanding the preferred method of donation,
nonprofits can focus more of their fundraising efforts on this method. In regards to effective
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marketing and communication, nonprofit organizations need to understand the preferred
channels of attaining information from the Millennials.
The operational definition used in the study of the Millennials is any person born after
1980. Since the majority of current students are mostly Millennials, the research is conducted at
the Kennesaw State University’s campus. Kennesaw State University (KSU) is the third largest
university in the State of Georgia, with more than 22,500 current students (Kennesaw State
University 2011). The population of KSU is racially, ethnically and demographically diverse,
which provides a good sample population. Due to the diversity in age at KSU, with significant
non-traditional student population of 49 percent as of Fall 2009, the research only focused on
current students that are categorized as traditional students and also on those born after 1980
(Kennesaw State University 2010). The targeted sample size is 1 percent of the school
population, 225 students. However, the actual sample size exceeded the pre-estimated size; the
total number of participants in the study was 234 students.
This study utilized a cross sectional survey methodology using a prepared questionnaire
as an instrument to examine the research questions mentioned above. The questionnaire was
presented in person, from Monday to Thursday, on the main campus of KSU, during the Spring
2011 semester (see Appendix A).To collect data, the research employed purposive sampling,
meaning that participants were invited to participate without restriction and were not chosen
randomly. Participation in the study is voluntary, free of charge, with no specific compensation
offered. The unit of analysis in the current research is KSU students, born after 1980. To ensure
privacy of the students, the questionnaire only collected age and gender information.
Furthermore to abide by the ethical considerations of the Institutional Review Board at
Kennesaw State University, each participant received a consent form (see Appendix B).
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The advantage of the cross sectional survey method, in general, is that this type of
research is economical in regards to time and financial resources. No follow up is necessary
and it poses very little ethical concerns. The advantages of the current research include relative
easy access to participants and availability of participants. As mentioned previously, Kennesaw
State University is the third largest university in the State of Georgia, with growing percentage
of traditional aged students. As of Fall 2009, 73 percent of the freshmen were traditional aged
students as opposed to 23 percent nontraditional aged students (Kennesaw State University
2010). As the campus is relatively small, research can be conducted without major obstacles.
Furthermore, resources necessary to run the study were available and easily attainable.
Some of the disadvantages and/or limitations of the current research are due to the
sampling procedure and the design of the research. Since the research uses purposive sampling,
the results only hold true to the group represented in the research. The researcher will not be
able to make generalizations of the findings to Kennesaw State University students in particular
or on a larger scale to college students in general. Due to time constraint, the researcher was not
able to pretest the questions, which can cause some concerns about the accuracy of the survey.
Also, the study was not able to compare the Millennials behavior to other generations’ attitudes
toward nonprofit organizations. Furthermore, due to the nature of cross sectional study method,
the research is not able to establish cause and effect, there is no control for independent
variables and the research cannot rule out rival hypotheses. In addition, this type of research
can only predict association, but not necessarily causation. The study, however, can provide
some insights on the attitudes and values held by the participants.
After the collection of the questionnaires, the answers from the participants were
entered into a Microsoft Excel spreadsheet. All thirteen questions results were translated into
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percentages, for analytical purposes. The analysis considers the survey answer percentages as
predominant indicators to the research question.

Findings
Nonprofit organizations are important part of society today. Services provided by the
nonprofit sector become increasingly necessary, as they have filled the void left by
governmental cutbacks in services. Many find nonprofit organizations more trustworthy due to
their independence from the government and their nature of not-for-profit entities. However,
many organizations face challenges while recruiting volunteers and donors to their causes,
which make it difficult to fulfill their mission. Previous research has shown that the upcoming
generation, Generation Y, or the Millennials could benefit nonprofit organizations on the long
run as volunteers and donors. The Millennials have been shown to be interested in nonprofit
organizations and can benefit them as other generations grow older and become absolute.
The current study’s purpose is to find out how nonprofit organizations can attract and
retain the Millennials for the long run. The study examined the characteristics, attitudes,
volunteering, financial contributions, and communication preferences of the Millennials. All
these factors should be essential for nonprofits that want to get the Millennials involved and
retained for their philanthropic causes. By getting the Millennials involved early, a continuous
long term support can be attained by the nonprofit sector.
The research was completed between Monday, March 14 and Thursday, March 17,
2011 on the campus of Kennesaw State Universities, located in Kennesaw, Georgia. The total
of 234 survey questionnaires was collected from participants. Of the 234 participants, 152 (65
percent) were females and 82 (35 percent) were males. Fifty percent of the participants were
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born between 1986 and 1990, with an age between 21 and 25, and 29 percent of the participants
were born between 1991 and 1995, with an age between 16 and 20 (see Table 1).

Table 1: Age and gender distribution
Age Range
1975-1979

Count
8

Percentage
3%

1980-1985

42

18%

1986-1990

116

50%

1991-1995

68

29%

Total

234

100%

Count

Percentage

Female

152

65%

Male

82

35%

Total

234

100%

Gender Distribution

As mentioned in the methodology section, the study’s aim is to find answers to subquestions. The first sub-question is: How important is volunteering and/or donating for
Millennials? An answer to this question comes from question number 3 of the study. The
overwhelming percentage, (69 percent), of the participants believed that it is “very important”
to volunteer and donate to nonprofit organizations. Only 20 percent thought that volunteering
and donating to nonprofit organizations is “somewhat important”, and 11 percent believed that
the same issues are only “important”. No responses were collected on “not very important” and
“not important” choices (see question 3, in Appendix C). This shows similar results to
previously reviewed literature. For example, Burns and others (2008) research showed that a
high percentage of Millennials, 95 percent, specified that volunteering and helping others is
very or somewhat important (Burns et al 2008, 103).
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To further explore the attitudes of Millennials, a question was raised on why they
volunteer. This question is used to gauge the motivation of the participants. Motivation can be
altruistic, egoistic or communal. Altruistic motivation is considered the most pure way of
giving, and can be defined as contributing time or resources without regard for any
compensation or reward. Egoistic motivation is about self-serving attitudes and can be defined
as giving to get something back in return. Finally, communal motivation is about contributing
for the greater good of the society as a whole. Previous research has shown that Millennials
main motivation is to make the world a better place (Center for Philanthropy at Indiana
University 2008) and to help others (Burns et al 2008). Burns and his colleagues also point out
that for nonprofit organizations to target potential volunteers, understanding individuals’
motivation for volunteering is crucial component of the marketing strategy. Individuals’
motivation to volunteer can be a good predictor of the frequency of volunteering, and can also
predict future volunteering behavior, not only present behavior (Burns et al 2008, 102).
The research question number 5 result revealed that altruistic motivation, “To help
others,” is the main motivation of the participants surveyed. This is similar to Burns and others’
findings. Of the 234 participants, 106 chose this option on the survey. The next two most
selected options were to make a difference in the world, with 52 counts, and to improve our
society with 48 counts, respectively. This shows a strong communal sense among the college
students that participated in the study. Lastly, some egoistic motivation was also accounted
with 18 counts for the choice “to make me feel better” and 10 counts for “to make me look
good” (see Figure 4). This non-altruistic motivation was also mentioned in previous research by
Burns and others. The authors stated that, in some cases, individuals will volunteer to improve
one’s own situation.
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Figure 4: Motivation for Volunteering and Donating
Motivation of volunteering and donating

Results in number of
counts

120

106

a)To make a difference in the
world

100

b) To make me feel better

80
60

52

48

c) To help others

40
20

18

10

d) To improve our
society/community
e) To make me look good

0
Survey Questions

The current study also tries to find out how the Millennials are connecting with
nonprofits. This includes gaining initial information about new nonprofit organizations and
obtaining information on volunteering. Furthermore, the researcher believes that what makes
certain nonprofit organizations interesting to Millennials is relevant and important. In question
4 of the survey the participants were asked to express their initial information gathering
preferences about new nonprofits. Nonprofit organizations in general and new small
organizations in particular need to market themselves effectively to gain volunteers and
supporters. Survey results indicate that the Millennials prefer to find out information about new
nonprofits through the Internet (35 percent) and through more than one source (33 percent).
Other sources such as school (12 percent) and the media (11 percent) were also relevant. The
results indicate that mailing from organization was not a source those Millennials that
participated in the study preferred, with only 1 percent choosing this source. These results are
very much consistent with previous research findings by Bhagat, Loeb and Rovner (2010).
Their results also show an overwhelming preference for websites as a preferred channel of
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learning about nonprofit organizations. Furthermore, the multilevel approach to connecting
with the Millennials has prevailed in the current research as shown in previous research.
Regarding learning about volunteer opportunities, the results were similar. Internet and
more than one source were most prevalent with 26 and 24 percent, respectively. However, a
major difference emerged in the number of subjects that chose school as their source of
learning about volunteering opportunities, which is equal to the Internet source of 26 percent.
Specific interest in an organization is relevant to the subject of connection because it will turn
into long time relationship between the organization and the individual. For this reason, the
research asked the subjects a question regarding their interest in a specific organization. More
than fifty percent (58 percent) of the respondents choose the organization’s cause as their
choice. Allison Fine (2008) and Caroline Preston (2010a) in their studies also pointed out the
importance of causes for the Millennials. The authors had stated that Millennials immerse and
have strong connection to causes they believe in (see Fine 2008; Preston 2010a). The secondary
choice by the participants was the mission of an organization, with 38 percent responding in the
affirmative. Lastly, for a small percentage of the participants (3 percent), the history of the
organization attracted their interest.
Nonprofit organizations cannot survive without donations and volunteers that support
the cause of the organization they represent. Previous research on the subject of financial
contribution has shown that Millennials give less and less often. The current survey results
supported the previous ones to a certain degree. Participants’ responses indicate that 68 percent
gives to nonprofit and 32 percent does not contribute financially (see question 11, in Appendix
C). When further probed about the frequency of donating, the results were somewhat
surprising. Of the 234 participants, 76 respondents’ frequent choice of giving was monthly.
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Another 76 participants chose once a year for their frequency of giving. Lastly, 74 participants
do not contribute financially to nonprofit organizations at all (see question 12, in Appendix C).
Regarding the preferred method of giving, 43 percent of the participants’ preference was to
give through online donations; and the second choice being checkout lane giving with 38
percent.
Although previous research has pointed out that the use of personal checks by the
Millennials is not very popular, the current survey indicates that mailing personal checks is still
a relevant way of donating by the Millennials. The results show that 16 percent of the
respondents do mail check to organizations. Text message as a method of giving has been seen
by previous research as an upcoming method of contribution, particularly popular among
Millennials, but the current research shows that only a small percentage (about 3 percent)
would select this method as a preferred option (see Figure 5).
Figure 5: Donation channel preferences

Donation Channel Preferences

16%

3%
a) Checkout-lane (grocery store)
b) Online

43%

c) Mail check
38%

d) Via text message
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Volunteer hours provided by individuals can be as valuable as monetary contributions.
The previous literature has shown that Millennials do volunteer in larger number than any
generation before. The Pew Research Center’s report has stated that 57 percent of Millennials
have volunteered in the last 12 month, compared to the 54 percent of Generation Xers, 52
percent of the Baby Boomers and 37 percent of the Silent Generation (Pew Research Center
2010, 90). Also, it has been stated that volunteering is important for Millennials and they do
possess a particular positive relationship toward volunteering (Burns et al 2008). This study
reveals that this is true according to the survey results. Eighty-two (82) percent of the
respondents indicated that they volunteer in their communities and from this group, about 40
percent revealed that they volunteer monthly. In addition, 26 percent of the respondents
volunteer about once a year and 15 percent contribute their time weekly to nonprofit
organizations (see question 7 and 8, in Appendix C).
The question on what type of organizations do Millennials volunteer for also provides
interesting results. For example, more than half (54 percent) of the respondents indicated that
they prefer to volunteer with secular organizations. This result is consistent with the previous
research findings by the Center for Philanthropy at Indiana University that Millennials are more
likely to get involved in secular organizations. However, 22 percent of the respondents do
volunteer for religious organizations, which shows that although Millennials are not very
spiritual, they would still volunteer for religious organizations. Furthermore, 20 percent of the
respondents do volunteer for both types of organizations (see question 10, in Appendix C).
Evidently, the current research has revealed some major similarities with previous studies, but
in some areas the current research also have shown some differences from previous findings.
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Recommendations
The attraction and retention of volunteers by nonprofit are more important now than
ever before due to the economic situation, and the large number of competing nonprofit
organizations. Public administrators, such as nonprofit leaders should also follow some main
objectives in their practices. These objectives include efficiency, effectiveness, economy,
equity and ethics. Efficiency in the nonprofit sector relates to how well an organization utilizes
the available resource, effectiveness entails the rate of success in achieving the goals and
mission of the organization and economy relates to attaining results with the lowest possible
cost. Lastly, equity in general relates to fairness in the distribution of resources, and ethics deals
with the moral practices of the management. Based on the current study findings, nonprofit
organizations will gain some insights from the opinion of Millennials regarding how this
generation can be attracted and retained as volunteers and donors. Furthermore, the
recommendations provided in this study are based on best practices as they relate to the
objectives mentioned previously. Although the survey results cannot be generalized to a larger
group of Millennials due to the research methodology, the results still provide some valuable
information and recommendations.
Regarding attitudes amongst Millennials on volunteering and donating, it has been
indicated that Millennials find volunteering and donating very important in a large percentage.
This result has been consistent with previous research and should be encouraging for nonprofit
organizations. When nonprofit organizations try to attract new volunteers, they should take this
younger generation seriously and try to get this group involved early. To market the
organizations effectively, nonprofit organizations should educate the Millennials on the mission
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and objectives of their organization and show how their causes will have impact on a global
scale. This is very imperative because Millennials generally want to make the world a better
place and help others as indicated in this study.
By using their resources effectively and economically, nonprofit organizations should
concentrate their efforts to provide information with a multilevel approach. Nonprofit
organizations should market the causes they represent to the Millennials using a multilevel
approach because it has been shown in this research and other studies that Millennials get their
information from more than one source. By using the Internet, social networking, e-mail and
other media outlets, nonprofit organizations can attract more support for their causes. The
respondents not only learned about nonprofits by a multiple channels but also they used these
channels to obtain information on volunteering opportunities. One of the main differences
between the current and previous studies is the large percentage of respondents that find out
information about volunteering through the school they attend. This finding warrants a
recommendation for nonprofits to establish connections with higher educational institutions to
further their cause and gain volunteers. Furthermore, nonprofits should encourage their
supporters to share information with friends and associates since it has been stated in the
literature that the grassroots movement can be powerful tool, and Millennials are open to
sharing information about the nonprofits that they work with. These grassroots movements
would be an effective way to create a larger support base for any nonprofit organization.
Since volunteering and financial contributions are the life blood of many nonprofits, it
is important to point out that Millennials are great candidates for volunteering and will be good
financial contributors in the long run for the wellbeing of nonprofit organizations. The high
percentage of volunteers in previous and current research is very encouraging for the
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sustainability of nonprofit organizations. For a successful marketing strategy, volunteer
motivation is important to consider. The current survey revealed that the majority of
respondents’ motivation for volunteering was to help others. For this reason, nonprofit
organizations should emphasize the difference that volunteers make in people’s lives and the
help they can offer to someone in need. Lastly, although Millennials do prefer to volunteer to
secular organizations, religious institutions are also able to attract younger volunteers. This
should encourage religious organizations to look beyond their members as volunteers and
attract others to programs with wide appeal.
Financial contributions are less frequent by Millennials, but as previous research has
indicated, this can be related to lesser income. The current survey indicates that a high
percentage of the respondents do contribute financially, and many give often. Regarding the
preferred channel of donations, online giving and checkout lane donations were popular. To
effectively and efficiently gain financial support, it would be recommended for nonprofit
organizations to add online donation link to their websites and try to develop partnership with
businesses, where people in general are able to donate with ease. Due to the fact that
Millennials do not give much, the author would further recommend using Millennials for
fundraising because they are open and upbeat, and can involve large number of supporters.
In sum, the author’s major recommendation would be to open up to this young
generation in order to seriously engage them in all levels of the organizations. Using a
multilevel approach to attract and retain them by emphasizing the causes and their impact in
their community, society and the world will be an ideal thing to do.
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Conclusions
In conclusion, the current research aspires to help nonprofit organizations to better
understand Millennials, people born around and after 1980. The research provides some
insights on how nonprofits can attract and retain Millennials. The majority of the study findings
have been similar to previous research results about the Millennials’ attitudes toward nonprofit
organizations, volunteerism and donations. Overall, this research indicates that nonprofit
organizations are very important to Millennials. Furthermore, Millennials volunteer in large
numbers especially in secular organizations. This generation prefers to use the Internet to
connect and engage nonprofits, but many also find out information about new organizations
and volunteering from multiple sources. Regarding financial contributions, the Millennials do
give and donate more often than previous research has shown. Some other differences, such as
reliance on school as a source for volunteering opportunities have also emerged, which can be
attributed to a population specific to the participants.
The recommendations in this research include ways to attract and retain volunteers and
donors from the Millennials. The major recommendation is to get this generation involved in
all aspects of nonprofit organization operations and activities. By providing opportunities for
them to get involved in the causes they believe, the Millennials will become long-term
supporters of nonprofits. To attain this, nonprofits should educate their prospective members
about the mission and causes of the organizations. Also, they should emphasize the difference
and support the volunteers can make to many in need. Lastly, all this communication should be
done by using multilevel approach, such as the Internet, media, and other outlets.
Additional research on the subject is required, especially on gender differences and
financial contributions of the Millennials. Furthermore, a future study is necessary to explore
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the motivation and frequency of volunteering of the Millennials. Although the current research
only provides results from the survey participants, the information generated can be used to
help nonprofits in attracting and retaining Millennials for their sustainability and future growth.
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Appendices
Appendix A
SURVEY
Volunteerism and Charitable Giving among the Millennial Generation: How to Attract and Retain
Millennials

PLEASE CIRCLE ONE ANSWER PER QUESTION

1) When were you born?
a) 1975-1979
b) 1980-1985
c) 1986-1990
d) 1991-1995

2) What is your gender?
a) Female
b) Male

3) Do you think it is important to volunteer and/or donate to nonprofit organizations?
a) Very important
b) Somewhat important
c) Important
d) Not very important
e) Not important

4) How do you find out information about NEW nonprofit organizations?
a) Internet (website, Facebook, etc.)
b) School
c) Media (newspaper/television)
d) Friends/peers
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e) Mailing from organization
f)

More than one source

5) Why do you volunteer/donate to nonprofit organizations?
a) To make a difference in the world
b) To make me feel better
c) To help others
d) To improve our society/community
e) To make me look good

6) What makes you interested in a specific nonprofit organization?
a) Their mission
b) The cause they represent
c) The overall popularity of the organization
d) The history of the organization

7) Do you volunteer in your community?
a) Yes
b) No

8) If yes, how often do you volunteer?
a) Daily
b) Weekly
c) Monthly
d) About once a year
e) Never

9) How do you learn about volunteering opportunities?
a) Internet (website, Facebook, etc.)
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b) Mainstream media
c) School
d) Family
e) Friends/peers
f)

More than one source

10) What type of nonprofit organizations do you prefer to volunteer?
a) Religious (church, or other religious organizations)
b) Secular (homeless shelter, animal rescue, children’s shelter, etc.)
c) Both type
d) None of the above

11) Do you give money to nonprofit organizations?
a) Yes
b) No

12) If yes, how often do you give money to nonprofits (charities)?
a) Daily
b) Weekly
c) Monthly
d) Once a year
e) Never

13) What is your most preferred way to donate, give money to charities?
a) Checkout-lane (grocery store)
b) Online
c) Mail check
d) Via text message
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Appendix B

CONSENT FORM
I agree to participate in the research project entitled Volunteerism and Charitable Giving among
the Millennial Generation: How to Attract and Retain Millennials, which is being conducted by
Eniko E. Baranyi, 1000 Chastain Road, Kennesaw GA 30144 Ph.:770-423-6443. I understand that
this participation is voluntary; I can withdraw my consent at any time without penalty.
The following points have been explained to me:
1. The reason for the research is to better understand how Millennials, defines as people born after
1980, can be attracted and retained as volunteers and donors by nonprofit organizations.
2. There are no known benefits expected to participants from this research.
3. The procedures are as follows: The participant will signed the consent form and receive a survey
questionnaire and #2 pencils. After completion the participants will return the completed survey to
the investigator. The survey will take no more than five minutes.
4. There are no known discomforts or stresses that may be faced during this research.
5. Participation entails the no known physical, psychological, social, or legal risks.
6. The results of this participation will be anonymous.
7. Inclusion criteria for participation is any currently enrolled student at Kennesaw State University,
born after January 1, 1980.

__________________________________________________
Signature of Investigator, Date

__________________________________________________
Signature of Participant or authorized representative/guardian, Date

(The following page removal note and IRB contact information must be included on all
consent forms. Please include a dividing line as shown below.)
___________________________________________________________________
PLEASE SIGN BOTH COPIES, KEEP ONE AND RETURN THE OTHER TO THE INVESTIGATOR
Research at Kennesaw State University that involves human participants is carried out under the
oversight of an Institutional Review Board. Questions or problems regarding these activities should
be addressed to the Institutional Review Board, Kennesaw State University, 1000 Chastain Road,
#0112, Kennesaw, GA 30144-5591, (678) 797-2268.
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Appendix C
Survey Results

Volunteerism and Charitable Giving among the Millennial Generation: How to Attract
and Retain Millennials
Survey Questions

Counts

%

Question 1: When were you born?
a)

1975-1979

8

3%

b)

1980-1985

42

18%

c)

1986-1990

116

50%

d)

1991-1995

68

29%

234

100%

Total

Question 2:

What is your gender?

a)

Female

152

65%

b)

Male

82

35%

234

100%

Total

Question 3: Do you think it is important to volunteer and/or donate to
nonprofit organizations?
a)

Very important

162

69%

b)

Somewhat important

46

20%

c)

Important

26

11%

d)

Not very important

e)

Not important
234

100%

Total

Question 4: How do you find out information about NEW nonprofit
organizations?
a)

Internet (website, Facebook, etc.)

82

35%

b)

School

28

12%

c)

Media (newspaper/television)

26

11%

d)

Friends/peers

18

8%

e)

Mailing from organization

2

1%
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f)

More than one source

Total

78

33%

234

100%

Question 5: Why do you volunteer/donate to nonprofit organizations?
a)

To make a difference in the world

52

22%

b)

To make me feel better

18

8%

c)

To help others

106

45%

d)

To improve our society/community

48

21%

e)

To make me look good

10

4%

234

100%

Total

Question 6: What makes you interested in a specific nonprofit
organization?
a)

Their mission

90

38%

b)

The cause they represent

136

58%

c)

The overall popularity of the organization

d)

The history of the organization

0%

Total

8

3%

234

100%

Question 7: Do you volunteer in your community?
a)

Yes

192

82%

b)

No

42

18%

234

100%

Total

Question 8: If yes, how often do you volunteer?
a)

Daily

2

1%

b)

Weekly

36

15%

c)

Monthly

94

40%

d)

About once a year

60

26%

e)

Never

42

18%

234

100%

Total

Question 9: How do you learn about volunteering opportunities?
a)

Internet (website, Facebook, etc.)

62

26%

b)

Mainstream media

20

9%

35

c)

School

62

26%

d)

Family

6

3%

e)

Friends/peers

28

12%

f)

More than one source

56

24%

234

100%

Total

Question 10: What type of nonprofit organizations do you prefer to
volunteer?
a)

Religious (church, or other religious organizations)

52

22%

b)

Secular (homeless shelter, animal rescue, children’s shelter, etc.)

126

54%

c)

Both type

46

20%

d)

None of the above

10

4%

234

100%

Total

Question 11: Do you give money to nonprofit organizations?
a)

Yes

160

68%

b)

No

74

32%

234

100%

Total

Question 12: If yes, how often do you give money to nonprofits (charities)?
a)

Daily

0%

b)

Weekly

8

3%

c)

Monthly

76

32%

d)

Once a year

76

32%

e)

Never

74

32%

234

100%

Total

Question 13: What is your most preferred way to donate, give money to
charities?
a)

Checkout-lane (grocery store)

90

38%

b)

Online

100

43%

c)

Mail check

38

16%

d)

Via text message

6
234

3%
100%

Total

36

